In this paper, the common perception of globalisation as a threat to local gastronomic identities is contrasted by its other facet, as an impetus that opens up new opportunities for reinvention of local gastronomic products and identities. Relevant perspectives and theories of globalisation are reviewed to provide a theoretical framework for the study. Key dimensions underlying food consumption in tourism are elucidated, and the impacts of globalisation on the culinary supply and tourist food consumption are discussed. A conceptual model is developed in an attempt to illustrate the influence of globalisation on food consumption in tourism. This study concludes that from the world culture theory perspective, globalisation can be an impetus to reconstruct or reinvent local gastronomic traditions and particularities.
6 (Robertson, 1995) . Hannerz (1992) argues that although many cultures are increasingly becoming subcultures within the 'global culture', these subcultures can still maintain a certain degree of differentiation, thereby implying a conceptual differentiation of 'global culture' and 'local culture'. He contends that the relationships between the 'core' and the 'periphery' involve diffusion as well as differentiation, and new culture can be generated at the periphery through the creative use of imported as well as local resources, a phenomenon which he refers to as the 'creolisation' of global culture. Analogous to creole languages formed by the unique combinations of languages, creole cultures come out of multidimensional cultural encounters. Hannerz (1992) further points out that the creolisation processes do not simply involve a constant pressure from the core towards the periphery, but involve a much more creative interplay. In fact, creolisation increasingly allows the periphery to 'respond', as it creates a greater affinity between the cultures of the core and the periphery. Kaplan and Lööw (2002) hold a similar view that whilst globalisation would have impacted our milieu, yet, oppositional subcultures would emerge to challenge the forces of globalisation in the dominant culture. Based on the preceding discussion, this paper adopts the world culture theory as the theoretical framework for understanding the influence of globalisation on food in tourism. In particular, three dichotomous dimensions are identified from the framework in examining the consequences of globalisation of culinary supply in destination:
'homogenisation' versus 'heterogenisation', 'global consciousness' versus 'local consciousness', and 'global culture' versus 'local culture'.
Food Consumption in Tourism: Perspectives and Dimensions
Food consumption in the general context, especially in the form of 'dining out', has been widely discussed in sociological literature (e.g., Finkelstein, 1998; Fischler, 1988; Warde & Martens, 2000; Wood, 1995) . Nonetheless, food consumption in tourism, a unique form of eating which occurs in a foreign and unfamiliar context, has been largely ignored in the discourse of tourism (Cohen & Avieli, 2004) . Food consumption in tourism and dining out are closely related, but not identical phenomena. A review of the tourism literature has revealed the idiosyncratic features of food consumption in tourism: it is largely essential (tourists need to eat when they travel away from home, unless they bring home food to the destination), it occurs in a foreign and unfamiliar contexts (in terms of food and foodways), it is of a temporal nature (tourists are usually in a sojourn instead of staying in the destination for a prolonged period of time), and it bears symbolic meaning and can be associated with travel motivation (Chang, et al., 2010; Cohen & Avieli, 2004; Kivela & Crotts, 2006; Richards, 2002) .
The growing body of literature of food consumption in tourism can be distinguished into four broad perspectives: food as a tourist product/attraction, tourists' food consumption behaviour/pattern, tourists' dining experiences, and tourists' special interests in various food and beverages and related events/activities in destinations (e.g., food tourism, wine tourism, food events). The first perspective focuses on how food and gastronomic products can be utilised as a source of tourist product or attraction, usually by adopting a destination marketer's perspective (e.g., Hjalager & Richards, 2002; Meler & Cerovic, 2003) . The second perspective is concerned with the type of cuisine/food tourists prefer and consume in destinations, the perceived functional and symbolic importance of the cuisine/food chosen, and the salient factors influencing tourists' consumption (e.g., Chang, et al., 2010; Kim, et al., 2009; Torres, 2002 Torres, , 2003 Tse & Crotts, 2005) . The third perspective examines how tourists interpret the dining or meal experience (in some cases including service quality and restaurant attributes) in the overall tourist experience, and the factors affecting their evaluation and satisfaction (e.g., Chang, Kivela, & Mak, 2011; Cohen & Avieli, 2004; Kivela & Crotts, 2006; Quan & Wang, 2004) . The fourth perspective focuses on tourists whose major motivation to visit a destination is for the food and beverages, or food-related events/activities in the destination locality, often referred to as gastronomy or culinary tourism (e.g., Galloway, et al., 2008; Long, 2004; Sparks, 2007) .
From the tourist product/attraction perspective, there are generally two schools of thought regarding food in tourism -one sees food as a promising 'attraction' (Hjalager & Richards, 2002) , whereas the other views it as a potential 'impediment' to discourage tourists to visit a destination (Cohen & Avieli, 2004) . This schism is principally based on the different emphasis placed on the 'symbolic' importance as well as the 'obligatory' nature (Richards, 2002) of food consumption in tourism. Generally, food consumption in tourism is recognised as a 'symbolic' form of consumption. Certain 'cultural' theories pertaining to food consumption and dining out in the general context are adopted to explicate the 'symbolic' nature of food consumption in tourism, for example, the cultural capital theory. Cultural capital, as one of the four species of capital proposed by Bourdieu (1984) , refers to a stock of knowledge and experience people acquire through the course of their lives that enables them to succeed more 8 than someone with less cultural capital. Cultural capital enables individuals to interpret various cultural codes, and to impart their point of views regarding certain topics within the cultural group (Bourdieu, 1984; Bourdieu & Wacquant, 1992) . Cultural capital can be further distinguished into three states, namely, the embodied state (the knowledge and skills an individual possesses), the objectified state (expressed in a form of cultural goods), and the institutionalised state (represented by actual documents and other proof of cultural status).
The embodied state is particularly relevant to food consumption in tourism, as empirical evidence suggests that many tourists consider partaking local food as a way to accrue knowledge on local food, as well as on local foodways and culture (Chang, et al., 2010; Kim, et al., 2009 ). This kind of cultural capital can be used immediately within the destination, be used on return to home, and even in future travel situations, which serves as an indication of the cultural sophistication of the tourist (e.g., be competent to appreciate and enjoy foreign food, and are sophisticated enough to be able to order it and eat it with proper manners) (Chang, et al., 2010; Cohen & Avieli, 2004) .
On the other hand, food consumption in tourism also possesses an 'obligatory' nature (Richards, 2002) . As Quan and Wang (2004, p. 302) put it, 'a large portion of food consumption in tourism can be seen as the supporting experience for tourists to complete or realize their main purpose of travel'. Therefore, it would be too simplistic to focus only on the 'symbolic' side and ignore the 'obligatory' aspect of food consumption in tourism. Instead of pursuing the 'symbolic' facet of food, tourists may also be seeking 'ontological comfort of home' (Quan & Wang, 2004, p. 301) . As such, food-related personality traits, such as food neophobia (human's intrinsic fear of new food items) (Chang, et al., 2010; Chang, et al., 2011; Cohen & Avieli, 2004; Kim, et al., 2009) can significantly affect food consumption in tourism.
Fischler (1988, p. 278) aptly describes the tension between the neophobic and neophilic tendencies as the 'omnivore's paradox', one that constantly lives in 'the oscillation between the two poles of neophobia (prudence, fear of the unknown, resistance to change) and neophilia (the tendency to explore, the need for change, novelty, variety)'. To paraphrase Fischler, food consumption in tourism can be seen as the 'tourist's paradox', an oscillation between pursuing the 'symbolic' and fulfilling the 'obligatory' facets in the encounter of food in destinations.
'Novelty' and 'familiarity' are the two most general categories of interpretation of the world (Schuetz, 1971) , and are particularly useful in understanding and interpreting tourist behaviour. According to Cohen (1972) , tourists travel in quest of novelty; yet, most of them need an 'environmental bubble' (a certain degree of familiarity) of their home environment in order to fully enjoy the tourist experience. This is particularly so for food consumption in tourism, due to the neophobic tendency explained earlier. Hence, despite the fact that the desire to seek novel food and dining experiences can be one of the major motivations to visit a destination (Kivela & Crotts, 2006) , many tourists also need a certain degree of familiarity, especially in the case of Western tourists visiting destinations in developing countries (Cohen & Avieli, 2004) , where foods are typically unfamiliar and foodways alien.
Interestingly, Chang et al (2010) also found that for tourists who are enthusiastic to sample local food, their 'core' food preference may still be dominant, reflecting again the 'tourist's paradox' between the desire to seek both novelty and familiarity.
From the tourist experience perspective, food consumption in tourism can be conceptually distinguished into 'supporting consumer experience' and 'peak touristic experience' (Quan & Wang, 2004 ). This distinction is based on food consumption's relationship to tourists' daily routine, whether it is contrasting, intensifying, or extending the daily routine experience. In other words, this approach accentuates the concepts of 'contrast' and 'extension' in interpreting food consumption in tourism. Travel has long been associated with experiencing 'Otherness' (Otherness denotes the sense of the strange and unfamiliar created from specific subject positions, which provide clear boundaries that divide individuals, cultures and races), or in Urry's (2002) term to 'gaze' upon new sights and experiences that are 'out of the ordinary'. For many tourists, consuming local delicacies and participating in local foodways are essential parts of the tourist experience (Chang, et al., 2010) . Conversely, some of the food experience can also be an 'extension' of the daily routine. As Giddens (1991) contends, daily routine provides a person with a source of comfort, relaxation, and ease, and thus, 'ontological security'. This sense of security can be extended to the context of food consumption in tourism, as Quan and Wang (2004, p. 301) put it 'ontological comfort of home' can help 'overcome anxieties and unfitness caused by unfamiliar environments on journey'. Cohen and Avieli (2004) emphasise that due to the 'bodily involvement' of food, the risk posed by food consumption experiences is higher than other forms of tourist experience. For instance, viewing the cooking process of deep fried bugs by street vendors in Bangkok may elicit feelings of repulsion amongst certain tourists (Elsrud, 2001 ) even though the act of viewing involves much less risk than consuming the insects themselves. In this sense, the 'extension' dimension is indispensible for many tourists with regard to food consumption in a foreign context (Quan & Wang, 2004) . In summary, the preceding discussion identifies 'symbolic' versus 'obligatory', 'novelty' versus 'familiarity', and 'contrast' versus 'extension' as important dichotomous dimensions underlying food consumption in tourism. It is important to point out that, these classifications are conceptually differentiated in order to provide a theoretical framework for understanding the interplay between globalisation and food consumption in tourism. In reality, they are interchangeable and interdependent (Quan & Wang, 2004) .
Globalisation and Culinary Supply in Destination
World culture theory provides a macro framework in understanding the impact of globalisation on culinary supply in destination. Under this framework, globalisation can be viewed as a dialectical process between 'globalisation' and 'localisation', one that universalises the particular and particularises the universal (Robertson, 1995) . The tension between globalisation and localisation is conceptually a dialectical and interdependent one.
The tension is hypothesised to affect culinary supply in destination, as depicted in Figure 1 .
Whilst globalisation is contributing to a more homogenised culinary supply on one hand, the tension between globalisation and localisation is producing more diversity on the other (Hall, et al., 2008; Hall & Sharples, 2008) . In particular, the influence of globalisation and localisation can be conceptually distinguished into three dichotomous dimensions as previously identified: homogenisation versus heterogenisation, global consciousness versus local consciousness, and global culture versus local culture. tourism is widely recognised as an essential cultural element a destination has to offer (Scarpato, 2002 ). Molz's (2007) 'cosmopolitan mobilities' concept suggests that consuming the differences amongst various 'Others' is also performing a sense of adventure, adaptability, and openness to any other culture, thus implying a greater symbolic value in food experiences amongst post-modern tourists. One significant 'symbolic' aspect of food consumption in tourism is 'education'. The consumption of local food/beverages and participation in the local foodways is viewed as an important channel to acquire knowledge on local food and culture (Chang, et al., 2010; Kim, et al., 2009) . Nonetheless, what kind of knowledge is regarded as important 'embodied cultural capital' in a 'field' (a 'field' in Bourdieu's (1984) terms refers to a configuration of position comprising agents struggling to maximise their position) is not static, and can be influenced by different degrees of convergence and divergence of food consumption. For instance, knowledge about wine (particularly red and white wine) has long been regarded as a form of cultural capital in Western societies; yet, due to the increasing convergence of wine consumption, there is a rising interest in Asian societies to acquire knowledge about wine appreciation and investment (Getz, et al., 1993) . In a similar vein, knowledge about Western cuisines, such as iconic dishes, preparation methods, serving and table manners, is also increasingly regarded as important cultural capital for status and social distinction by Chinese tourists (Chang, et al., 2010) .
Alternatively, the symbolic aspect of food consumption in tourism is juxtaposed with the obligatory facet, which is also subjected to the influence of convergence and divergence of food consumption. Molz (2007) Food choice research found that exposure to certain foods tends to increase preference for those foods, as familiarity increases with repeated exposure (Birch, et al., 1987; Pliner, 1982) .
In a similar vein, tourists' exposure to the local cuisine of a different culture, either acquired through previous visits or in their home settings, can increase the familiarity of that cuisine and thus potentially reduce the perceived risk associated with it. For instance, a British tourist who is used to frequenting YO! Sushi, a British restaurant chain that uses the Japanese style conveyor belt method of delivering sushi to its customers (YO!Sushi, 2009), will have an increased exposure and familiarity to the wide array of 'sashimi' (slices of raw fish) dishes available in the restaurant, and may be more willing to consume sashimi when he/she travels to Japan. This corroborates the notion that globalisation may lead to an increased interest in consuming local or ethnic food as many people around the world now have an increased exposure to a wider variety of ethnic dishes and products (Torres, 2002) . The study conducted by Tse and Crotts (2005) supports this, indicating that repeat visitation was positively correlated with both the number and range of tourists' culinary explorations, whereas first-time visitation was negatively correlated. Likewise, Ryu and Jang (2006) found that past experience is one of the significant predictors of tourists' intention to consume local cuisine in destinations.
Novelty versus Familiarity.
Globalisation is recognised to bring about an increased diversity and a greater availability of food and culinary supply (Kennedy, et al., 2004 ). Accordingly, not only have tourists become more mobile, so has the food they eat (Richards, 2002) . As Calhoun (2002, p. 889) puts it, 'samosas are now English food just as pizza is American and Indonesian curry is Dutch. Even where the hint of the exotic (and the uniformity of the local) is stronger, one can eat internationally-Mexican food in Norway, Ethiopian in Italy'. Hence, contemporary globalisation has brought about a greater variety of culinary offerings for tourists, satisfying their desire to seek 'novelty' in the culinary sphere.
As previously stated, 'risk' is an inherent part of food consumption in tourism in terms of exposure to unfamiliar ingredients, hygiene, health risks, culinary settings and different flavours (Cohen & Avieli, 2004) . In addition, Fischler's (1988, p. 278 ) 'omnivore's paradox' suggests that a neophobic tendency can be a significant food-related personality trait that contextualises food consumption in tourism. Nonetheless, globalisation and convergence in food consumption may offer opportunities to alleviate these constraints by presenting tourists with certain degree of 'familiarity'. Whilst some tourists, particularly those travelling to developing countries, may avoid consumption of certain local foods due to unfamiliar ingredients (Cohen & Avieli, 2004) Yet, Australia is recognised as a modernised and globalised country with a wide plethora of gastronomic offerings. Its cuisine represents a creative merging of international styles which is largely influenced by migration from Europe and more recently from Asia (Hall & Mitchell, 2002a) . Ang (2000) points to the fact that Australian cuisine is commonly evoked in terms of its 'fusion' with Asian ingredients and tastes. In this sense, the 'creolised' Australian cuisine provides Chinese tourists a relatively higher level of 'familiarity' in terms of taste. As a result, globalisation and convergence in food consumption can increase tourists' exposure to and familiarity with foreign cuisines on one hand, they also contribute to a more diversified and 'glocalised' culinary supply in destinations on the other. Whilst there is increased diversity and 'novelty', there is also an increased 'familiarity' a destination has to offer. This would provide tourists with the 'ontological comfort of home' (Quan & Wang, 2004) , providing a solution to the 'tourist's paradox'.
Contrast versus Extension.
Convergence and divergence in food consumption may affect how tourists perceive food consumption as an 'experience'. As previously discussed, food consumption in tourism can be conceptually distinguished into 'peak touristic experience' and 'supporting consumer experience' based on its relationship with tourist's daily experiences (Quan & Wang, 2004) . Generally, the peak touristic experience is in sharp 'contrast' with daily experiences, whereas supporting consumer experiences are mainly characterised by 'extension' and 'intensification' of daily experiences. The dialectical relationship between convergence and divergence in consumption can significantly influence tourists' pursuit of extension/intensification or contrast in their food consumption experience in a destination.
Theoretically, if there is an increasing level of convergence in consumption between a particular tourist market segment and the host destination, tourists may share a more homogenous consumption pattern with the host destination. The tourism dining experience would then become largely an extension or intensification of a tourist's daily routine due to a lower level of 'contrast' and 'novelty' element in the dining experience. Alternatively, if there is a high level of divergence in consumption between the tourist market segment and the host destination, tourists may exhibit a more heterogeneous consumption pattern in contrast with the host destination, and food consumption in tourism will be a 'contrast' to tourists' daily routine, thereby serving as one of the major conduits to experience the 'Otherness' of the destination.
It is important to point out that the effect of convergence and divergence on food consumption in tourism is still relatively unknown, as it has received little research attention.
Although many are concerned that globalisation will result in a converging 'global palate' (Richards, 2002; Symons, 1993) , evidence from consumer behaviour studies suggests that consumption behaviours are not converging across countries; instead, they are actually diverging. For example, Herrmann and Röder (1995) find that differences in preferences are more important determinants of food consumption levels than differences in income and the availability of food. Likewise, de Mooij and Hofstede (2002) contend that as consumer incomes converge across countries, cultural values will become prominent in explaining more differences in country-level consumption behaviour. In other words, the wealthier the countries become, the more they manifest the influence of culture on consumption. This implies that consumer behaviour may remain heterogeneous because of cultural differences.
Furthermore, the experiential aspects of food consumption in tourism can further incite a sense of 'contrast'. For instance, consuming a food in a place where it has originated from or consuming a food in a memorable setting in a destination often provide a 'contrast' to daily routine experiences (even when tourists have tried the food in ethnic restaurants in their home countries). Chang et al.'s (2011) study identifies the experiential factor as an important attribute for evaluating travel dining experience. In some cases, the intangible experiential aspects may even outweigh tangible food quality in satisfying tourists' experiential needs.
A Conceptual Model of the Influence of Globalisation on Tourism Dining
Based on the preceding discussion, an integrated conceptual model is developed to explain the overall influence of globalisation on local culinary supply and tourist food consumption (see Figure 3) . First, following the tenets of world culture theory, globalisation is hypothesised to bring about convergence in food consumption. The convergence in turn will reinforce globalisation, and so the relationship can be viewed as being reciprocal (as indicated by the double arrow). Similarly, localisation is expected to result in the reinvention and the reconstruction of local cultures and identities, thereby contributing to divergence in food consumption. The divergence is expected to further stimulate localisation.
* please insert Figure 3 about here
Second, as elaborated earlier, it is suggested that the tension between globalisation and localisation may affect the culinary supply in destinations, manifested in three dichotomous dimensions (i.e., 'homogenisation' versus 'heterogenisation', 'global consciousness' versus 'local consciousness', and 'global culture' versus 'local culture'). Third, the extent of 'glocalisation' in culinary supply is expected to exert indirect influence on the globalisation and localisation in the destination, respectively (indicated by the dotted arrows). For example, in Hong Kong, English-style tea has evolved into a new local style of drink, with Hong Kong-style 'milk tea' using evaporated milk instead of fresh milk. Another common beverage featured in local cafés is 'yuan-yang', which is brewed from a mixture of tea and coffee (Hong Kong Tourism Board, 2009b) . Both beverages have become celebrated 'glocalised' food products to tourists and local residents. These kinds of 'glocalised' culinary products not only affect the culinary supply in tourism but also indirectly influence the 'localisation' of the local food culture and identities.
Fourth, as previously discussed, the dialectal relationship between convergence and divergence in food consumption is proposed to result in a diversification in food consumption in tourism, which can be understood from three dichotomous dimensions (i.e., 'symbolic' versus 'obligatory', 'novelty' versus 'familiarity', and 'contrast' versus 'extension') . Fifth, the diversification in food consumption in tourism is expected to affect the convergence or divergence in food consumption indirectly (as indicated by the dotted arrows). Tourism can have a considerable impact on food production and consumption in a destination (Hall & Mitchell, 2002b) . For example, some culinary establishments may change or modify their menus and certain dishes to meet perceived tourist demands (Reynolds, 1993; Telfer & Wall, 1996) . As culinary establishments are rarely exclusive for tourists, this may also influence the Second, by reviewing relevant tourism literature, three key dichotomous dimensions underlying food consumption in tourism have also been suggested: 'symbolic' versus 'obligatory', 'novelty' versus 'familiarity', and 'contrast' versus 'extension'. Based on the dimensions identified, a conceptual model has been developed in an attempt to illustrate the influence of globalisation on both the local culinary supply and food consumption in destinations. Considering the idiosyncratic nature of food consumption in tourism, it is essential to transcend the sociological approach and adopt a tourism-specific framework in understanding food consumption in tourism. The proposed model in this paper provides such a transcendent approach. Based on the review and the proposed conceptual model, future of the local food to enhance interest. In addition, gastronomic products can be linked with special activities and experiences available in the destination to augment the experiential aspects of the consumption experience. For example, the Museum of Tea Ware in Hong Kong is a museum dedicated to the appreciation and study of tea ware. It holds regular demonstrations, tea gatherings, and lecture programmes to promote ceramic art and the Chinese tea drinking culture (Luckow, 2009). As tea is an essential part of the Hong Kong food culture, the tea appreciation class offered by the museum can satisfy tourists' desire for acquiring cultural capital. Furthermore, various eating etiquettes, unique cooking methods, and 'grammar of food ' (in Barthes' (1975) terms, food can be interpreted as signs in a system of communication) can be used to enrich the 'symbolic' side of gastronomic products.
Finally, destination marketers and culinary supplies can jointly investigate the possibility of introducing more local food and produce in culinary offerings. Local produce or local indigenous ingredients available under different geographical-climatic conditions and seasonality can stimulate tourists' quest for the geographical or historical 'sense of place' (Scarpato, 2002) . Furthermore, as pointed out by Trubek (2008, p. 250) , 'the taste of place' or 'terroir' can inspire and inform both culinary practices and values. Most importantly, the use of local food can reduce leakage and enhance sustainable development in the destination. This echoes Telfer and Wall's (2000) suggestion that if destinations are to maximise benefits from tourism development, they must strategically increase backward economic linkages, including utilising local food produce in the tourism industry. To conclude, globalisation can be seen as a threat but also an impetus that opens up new opportunities for reinvention of local gastronomic products and identities. From the world culture perspective, food identities and cultures do not necessarily suffer but instead benefit from the dialectical relationship between globalisation and localisation. Destination marketers and culinary suppliers should harness the positive effects of globalisation by reviving and reconstructing local traditions and particularities for the tourism market. 
